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Last year was a mixed bag for 
corporate travel. The good news 
is that 2023 is looking far more 
promising despite economic 
headwinds in the form of inflation 
and rising costs.

Business travel is on firmer footing against the all-powerful 
leisure segment that dominated demand in the bounce 
back from COVID. The flood gates still aren’t fully open and 
we continue to predict that business travel will only see an 
80% recovery long-term. Yet, there’s reason to believe we’re 
seeing a normalization of business travel patterns after the 
disruption of recent years. 

For buyers, this can still be a tricky environment to navigate. 
Suppliers expect corporates to be able to demonstrate 
value amid volumes that simply haven’t returned—and 
may never return. As a result, they’re willing to penalize 
companies that don’t fulfill contract commitments.

It’s never been more important to have a clear view of 
your hotel and air volumes to ensure you’re meeting your 
agreements and demonstrating your value.

It’s time for a clean up and a reset. 
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There’s a new trend coming out of TRIPBAM client quarterly 
business reviews: Air and hotel suppliers want to rollback 
historical discounts and rethink commitments to business 
transient. I’m not sure I can blame them. Volumes are down. 
Corporate footprints have changed. Leisure rates and 
demand are way up. There’s been turnover on both sides. 
Seems like a decent time to rethink.

What’s not being discussed enough is why suppliers think 
they can marginalize corporate business and kill discounts. 
Air and hotel executives are willing to bet that, discount or no, 
they’ll still get corporate business because travel managers 
can’t get travelers to book with preferred suppliers. 2023 is 
going to be a testing ground for that theory.  

How can corporates push back? Prove the theory wrong. 
There are levers at your disposal: point-of-sale biasing, 
market rate caps and targets, stepped up messaging to non-
compliant travelers, and turning on TRIPBAM Smart Shift if 
you’re a current client. Contract with new suppliers that are 
willing to offer significant disounts and enhanced amenities or 
status to win your business.

In short, 2023 is going to be tough for travel managers. Losing 
negotiated discounts would increase travel costs by at least 
20%. Use every tool you have—and that includes drumming 
up support from senior leadership—to make changes that 
deliver savings.

EXECUTIVE LETTER

STEVE REYNOLDS 

CEO, TRIPBAM
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METHODOLOGY

AMERICAS EMEA APAC

The data outlined in this report is sourced from 
TRIPBAM’s global hotel and air data covering the 
Americas, EMEA, and APAC. The analysis is based 
on data pulled January 31 from TRIPBAM’s system 
and is based on a 12-month running average unless 
otherwise indicated in the text or charts that follow. 
The booking data is limited strictly to corporate 
bookings made by TRIPBAM customers and does not 
include leisure or group bookings.   



MARCH 2023 EDITION 5

TRENDING TOPICS

Suppliers: Business Travel 
Moves Steady on

As of the publication of this report, the major 
air and hotel suppliers have reported full-
year and fourth-quarter 2022 earnings.

The broad trend across the board for hoteliers is that 
business travel has almost fully recovered post-pandemic, 
with Marriott International pegging business transient 
demand in the fourth-quarter at 90% of 2019 levels. The 
2023 outlook is similarly optimistic, according to hotel 
executives, despite concerns around recent tech industry 
layoffs and economic uncertainty.

The major airline companies sang slightly differing tunes. 
American Airlines in its quarterly earnings reported 
a decline in business travel as an overall share of its 
business, down from 35% to 25%, and said 75% of 
contracted corporate clients were underperforming on 
their contracts. Delta and United, though, pointed to solid 
recovery. Executives expect to see historically normal 
business travel patterns return in 2023.

AA and the NDC 
Elephant in the Room

American stirred things up back in 
December when it announced it would 
push 40 percent of its airfares through 
new distribution capabilities, or NDC, by 

April 1. It’s a bold claim given that most of the industry, 
from corporate travel agencies to online booking tools, 
aren’t ready despite having had a decade to prepare 
for such a move. 

The TRIPBAM take is that it’s probably not going to 
happen by April 1, at least not all 40 percent moving 
at once. Nevertheless, buyers should apply pressure 
now to agencies and tech partners to make sure 
the required modifications are being made to avoid 
longer-term issues. 

The industry deserves a nimbler distribution solution 
or alternative ways to book and everyone has a lot of 
work to do for that to happen. 
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HOTEL
MARKET REVIEW

BOOKING VOLUMES — TRAILING 90 DAYS

BOOKING VOLUMES — JAN. 2021 - JAN. 2023

After rolling over corporate negotiated rates during the 
past two years, hotel companies are now pushing for rate 
increases to offset what they say are rising costs for labor and 
energy, as well as supply chain disruptions. Continued strong 
leisure demand is also aiding hotels’ pricing power.

It’s a challenging environment for buyers. During recent rate 
negotiations, TRIPBAM sourcing customers have experienced 
greater pressure to move to dynamic discounts as a penalty 
for lower volumes, static negotiated rate increases in the 
double digits, and more offers of non-last room availability 
(NLRA) discounts (which are far less valuable).

New Bookings Rolling 30 Day Bookings Created

In the trailing 90 days, business 
transient booking volumes saw a 
seasonal dip starting in December 
and continuing into January 
before jumping up again. At 
the midpoint of the first quarter, 
volumes are well on their way to 
besting the post-pandemic peak 
seen in Fall 2022. 

Looking at the long-term recovery 
line of the past two years, an even 
more positive picture emerges. Even 
adjusting for seasonality, bookings 
from 2022 to 2023 are well ahead of 
where they were from 2021 to 2022. 

Booking Volumes Show Steady 
Recovery and New Highs
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HOTEL
MARKET REVIEW

BOOKING VOLUMES — TRAILING 90 DAYS

TRENDS BY REGION

TRENDS BY CHAIN

Booked Rate Day Avg

*Comparison period 2022 (Jan. 31, 2022-Jan. 30, 2023) to 2021 (Jan. 31 2021-Jan. 30 2022)

*Comparison period 2022 (Jan. 31, 2022-Jan. 30, 2023) to 2021 (Jan. 31 2021-Jan. 30 2022)

Market Rate 30 Day Avg

The average market rate of $215 
as of Jan. 31 is only slightly lower 
than the average rate of $218 
shared in our October 2022 report 
when rates were on their way up. 
As with volumes, rates climbed 
last autumn before declining in 
December. It’s expected that 
market rates will continue to rise in 
the coming months. 

Region

Americas
APAC
EMEA
LATAM

Global 

Chain

Independent
Accor
Hyatt
Marriott
Hilton
IHG

2022
Room Nights

800,700
94,900
221,900
41,800

1,159,300

2022 Avg. 
Market Rate

$202
$198
$242
$245
$185
$164

Change in 
Room Nights

120%
269%
283%
149%

150%

Change in Avg. 
Market Rate

7%
23%
19%
14%
21%
17%

2022 Avg. 
Booked Rate

$186
$166
$181
$120

$182

Change # 
Room Nights

288%
282%
192%
151%
113%
90%

Chang in Avg. 
Booked Rate

16%
33%
6%
21%

14%

2022 Avg. 
Market Rate

$219
$222
$224
$157

$218

Change in Avg. 
Market Rate

18%
44%
6%
37%

18%

On a global basis, the highest 
volume growth is coming out of 
Europe, Middle East and Africa. 
It’s a surprising trend when 
you consider EMEAs outsized 
exposure to geopolitical events, 
high inflation and the threat of 
recession compared to North 
America. This pattern suggests 

The silver lining is that the gap 
between what hotel companies are 
charging for standard market rates 
and what corporations are paying 
is widening owing to the strength 
of buyers at negotiating — there’s 
been about a 3% increase in the gap 
between corporate and retail year 
over year.

that the current demand recovery 
is more a function of the removal of 
COVID restrictions than it is economic 
conditions. If this logic holds, the 
recent end in lockdowns in China 
points to an expected year-over-year 
spike in APAC volume growth as we 
move deeper into 2023.

Rates Climbing Upward After 
Seasonal Dip

Global Recovery Defies Global 
Slowdown
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AIR

-18.6% -5.1%

-12.4% -1.5%

-9.2% -14.7%

MARKET REVIEW

Last year marked a real return to corporate air travel as volumes rose 
steadily throughout the year. Yet, the rebound in both business and 
leisure travel demand meant airfares also rebounded, challenging 
corporate budgets in 2022. 

Nevertheless, TRIPBAM’s global corporate data now reflects a 
downward trend in average booked fares from its peak during the 
second quarter of 2022. 

GLOBAL GLOBAL

 Q2 
‘22

 Q3 
‘22

 Q3 
‘22

 Q4 
‘22

DOMESTIC DOMESTIC

INTERNATIONAL INTERNATIONAL

LQF in the data that follows is the fare we think the traveler 
would have booked if they didn’t use a corporate discount. 
It’s typically the lowest fare available like-for-like in the 
same service and fare class. TRIPBAM uses it to calculate 
the effective discount received by a contracted fare. For 
example, if an airline promises a 20% discount but it’s using 
higher fare as the base, the true discount could be a lot less.

FARES BY BOOKING DATE – GLOBAL

Avg Seg $ Avg LQF

FARES BY BOOKING DATE – DOMESTIC*

Avg Seg $ Avg LQF

FARES BY BOOKING DATE – INTERNATIONAL

Avg Seg $ Avg LQF

DEFINITION: 

LOWEST QUALIFIED FARE (LQF)  
VS. BOOKED FARE

*Defined as departures and arrivals within the same country



MARCH 2023 EDITION 9

AIR
MARKET REVIEW

Fare Benchmarks 

Here is a snapshot of key 
business markets, the 2022 
average corporate booked 
fare (benchmark) compared 
to the Lowest Qualified Fare 
(LQF).

LGA

JFK

ATL

LHR

JFK

ORD

LHR

ORD

SIN

SFO

$178

$2,618

$230

$3,697

$358

$229

$4,515

$286

$5,029

$490

BENCHMARK 
AVG FARE

BENCHMARK 
AVG FARE

BENCHMARK 
AVG FARE

BENCHMARK 
AVG FARE

BENCHMARK 
AVG FARE

LQF AVG

LQF AVG

LQF AVG

LQF AVG

LQF AVG

VS

VS

VS

VS

VS

DOMESTIC (ECONOMY)

INTERNATIONAL (BUSINESS)
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AIRLINE  
CONTRACT 
GOALS
This year is shaping up to be managed travel’s most stable period for air volumes 
since 2019. What that means for buyers is that airlines will be shifting their attention 
toward contract performance with their account base. 

Historically, airlines typically looked the other way when contracts were under-
performing. That practice is changing fast. American Airlines is the clearest example 
of this sudden shift. The airline has indicated 75% of its corporate contracts are 
under-performing. With AA’s decision to sunset AirPass, reduce corporate discounts 
and focus-in on contract performance for accounts that remain, the writing is on the 
wall: Performing on your airline contracts is critical.

The best way buyers can manage the change is to track contract goals more frequently with real time monitoring for all your 
air contracts — every goal and city pair performance that make up the term. If you have the capability, as some TRIPBAM 
customers do, monitor down to a booking inventory level to isolate root causes when fare differences are driving under-
performance. 

The aim is rework how you keep track of your air contracts so that you have the information to have more strategic 
conversations with suppliers, guide traveler behavior, and improve your booking tool configuration.  

In 2023, it will be a battle to maintain discounts in your air program. Be prepared to act.

AIR INTELLIGENCE
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BUYER RECOMMENDATIONS

Evaluate your 2023 deals and source 
year-round. Yes, increased prices are 
appropriate, and benchmarks have 
gone up accordingly. But there will 
also be opportunities to revisit supplier 
discounts from hotel and air partners 
that had pricing power in 2022 will see 
demand slow as the threat of recession 
looms.

Audit every booking. During high 
demand periods, revenue and yield 
managers tend to favor higher-value 
leisure rates and fares. This practice can 
lead to millions of dollars in lost savings 
for buyers who aren’t getting the deal 
they negotiated. The only way to ensure 
it doesn’t happen is to automatically 
check every booking. 

Don’t negotiate amenities. Most 
amenities aren’t valued correctly as 
they’re either already included with the 
rate, are free to the traveler (example: 
WiFi) or are not used. It’s best to focus 
on your negotiated fare or rate and/or 
discount percentage.

Monitor your discounts regularly. 
Are they always available at the 
point of sale? If not, why not? Are 
they calculated correctly? In other 
words, are you getting the value 
you expected from your contract?

Learn to shift share. As suppliers 
perceive less value from business 
transient travel, they will start to pull 
discounts or raise volume hurdles. To 
keep discounts in place or improve 
savings, establish the ability to shift 
share to preferred suppliers and 
away from non-preferred suppliers. If 
suppliers don’t believe you can shift 
your travelers to preferred suppliers, 
they won’t fight to win or keep your 
business.

For hotel buyers, optimize a balance 
of dynamic and static rates. Dynamic 
discounts aren’t always bad. In some 
cases, they’re the best option to 
deliver value to both corporates and 
hotels. But they need to be audited. 
And, in key markets, static rates may 
be more valuable. Benchmark what 
you’re paying relative to others and 
improve your program by negotiating 
year-round.

TRIPBAM is the leading technology provider for cutting costs and optimizing travel programs. Using our patent-pending 
automated shopping processes, advanced analytics, and benchmarking, companies can save on their travel spend, all in a 
customizable way to accommodate all corporate cultures. Visit us at www.tripbam.com or email info@tripbam.com. 


